Abstract. The aim of this empirical study is to develop a new research framework that explains consumer attitude toward IoT service. The empirical test results indicate that satisfiers give positive influences to satisfaction. However, the negative relationships between dissatisfiers and satisfaction are not supported in general.
Introduction
A new era of IoT (internet of thing) service which will connect everything is on the way. Over 12.5 billion devices were already connected in 2010 and about 50 billion devices will be connected by 2020 [1] .
However, little is known about the impacts of IoT service to consumer behavior. From the consumer point of view, IoT is both opportunity and possible danger. Given the importance of understanding consumer for successful IoT service spread in the market, it is critical to research major factors and dynamics affecting IoT consumer attitude.
Literature Review
IoT technology has taken lots of attentions and large number of applications were developed already. The IoT service will make the physical world as economically liquid and efficient, changing consumer life [2] . However, the most previous researches on IoT are about engineering issues. Our knowledge about consumers in IoT era is unbelievably limited. Consumers' experiences with technology product tend to be ambivalent. And IoT service is not an exception. The newest technology product can give both positive emotions and negative emotions at the same time [3] [4] .
Despite these complex experiences are critical and real to most buyers of technology product, they remain mainly unaddressed by researchers. This phenomenon has noticed by only a little number of researchers. Among the researchers, Mick and Fournier (1998) are the first researchers who paid attention to this topic [5] . Johnson et al. (2008) examined the role of technology paradoxes again within the context of SST (self-service technology), and divided the various paradoxical attitudes into two main categories [4] . Based on the analysis of survey data, they proposed the concept of satisfiers and dissatisfiers. Satisfiers are positive drivers of technology use and dissatisfiers are negative drivers. Their research revealed further that satisfiers of technology has strong relationships with consumer satisfaction, while dissatisfiers has negative effects.
Research Model
Based on the technology paradox theory and dual path model of satisfiers and dissatisfiers of technology product [4] [5], this paper develops hypotheses. The hypotheses are as below. 
Test Results

Survey
Measures of the research construct were developed and tested in several stages. In the first stage, every measure was borrowed from the existing literatures. In the second stage, whole measures and constructs were submitted to a group of academics to establish content validity. In the third stage, a pre-test had been conducted in a small group of respondents. In the main survey, data collection was proceeded by using structured questionnaires.
Hypothesis Testing
Reliability and validity of measures were tested through Cronbach's alpha score and factor analysis [6] . In addition, this research performed factor analysis with the VARIMAX rotation option to test the discriminant validity of satisfiers and dissatisfiers. In the each test, factors were extracted successfully
The relationships between constructs were tested using the technique of path analysis. The test resulted in x 2 statistics of 21.10 (d.f = 8, p = 0.007), and other fit statistics proved to be acceptable. The fits (GFI .983, AGFI .885, CFI .981, NFI .971) showed satisfactory model fit.
According to the empirical results, most H1 hypotheses that describe positive relationships between satisfiers and satisfaction with IoT service scenario are significant. H1-1, H1-3, and H1-4 are accepted significantly as expected. However, most H2 hypotheses that describe negative relationships between dissatisfiers and satisfaction are rejected. The H3 hypothesis is supported very strongly. 
Conclusion
According to the result, satisfiers are effective drivers of IoT service. Consumers will welcome IoT service when the service satisfies their needs, and gives hedonic value. However, dissatisfiers are not powerful anti-drivers of IoT service satisfaction according to the results. It is also important to evaluate the value of hypothesis 3 which is supported strongly. It shows that a consumer can have intention to adopt innovative service if enough information about the IoT service is given, even though the service is not in the market yet. Consumers' expectation, and hope for technological progress can be strong drivers for quick and successful adoption of technology service. 
